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ABSTRACT: In the rapidly evolving electric vehicle (EV) sector, sustainability has emerged not just as an ethical 

imperative but as a strategic differentiator in international marketing. This study investigates how sustainability 

functions as a competitive advantage for EV companies in global markets. Adopting an exploratory research design, the 

paper draws insights from semi-structured interviews with industry experts and surveys conducted among Indian EV 

consumers. Thematic analysis reveals that leading EV brands such as Tesla, BYD, Volkswagen, and Tata Motors 

successfully integrate sustainability into their branding, operations, and localized marketing strategies, fostering 

authenticity and consumer trust. Grounded in theoretical frameworks such as Porter’s competitive strategies, the 

resource-based view, and the triple bottom line, the research emphasizes the role of region-specific communication and 

transparent sustainability initiatives in enhancing brand credibility. Despite its qualitative scope and inherent 

limitations, the study highlights key strategies EV firms can adopt to leverage sustainability as a long-term global 

marketing advantage and lays the foundation for future quantitative research in this domain. 

 

I. INTRODUCTION 

 

This section provides an overview of how electric vehicles (EVs) have emerged as key players in the global transition 

toward sustainability. It explores the environmental need for cleaner transportation and highlights sustainability as both 

a strategic and marketing differentiator in global markets. 

 

II. LITERATURE REVIEW 

 

The literature review explores key theories such as Porter's competitive strategies, the resource-based view, and the 

triple bottom line. It highlights how sustainability practices improve competitiveness, especially in culturally diverse 

international markets. 

 

III. RESEARCH METHODOLOGY 

 

An exploratory research design is adopted. Primary data is collected via semi-structured interviews with industry 

experts and surveys with Indian EV consumers. Thematic analysis is used to identify recurring patterns and insights. 

 

IV. DATA ANALYSIS & INTERPRETATION 

 

Insights from interviews show how global companies like Tesla, BYD, Volkswagen, and Tata Motors integrate 

sustainability into brand messaging, production, and regional campaigns. Key themes include authenticity, localized 

communication, and consumer trust. 

 

V. LIMITATIONS 

 

The study is qualitative and exploratory, so findings are not generalizable. Limitations include small sample size, 

potential biases in responses, and the evolving nature of the EV industry and its regulations. 

 

VI. FINDINGS AND RECOMMENDATIONS 

 

The study recommends that EV firms embed sustainability deeply into operations, tailor strategies to local contexts, and 

avoid greenwashing. Collaboration with clean energy partners and transparent communication is critical. 

http://www.ijirset.com/


 

|www.ijirset.com |A Monthly, Peer Reviewed & Refereed Journal| e-ISSN: 2319-8753| p-ISSN: 2347-6710| 

                                      Volume 14, Issue 6, June 2025 

                               |DOI: 10.15680/IJIRSET.2025.1406174|  

IJIRSET©2025                                       |     An ISO 9001:2008 Certified Journal   |                                       16223 

VII. CONCLUSION 

 

Sustainability is more than compliance—it's a competitive tool in international EV marketing. Authentic, regionalized 

messaging builds loyalty and credibility. The study lays the groundwork for future research on quantifying 

sustainability’s impact. 
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